

















E-WOM	 has	 become	 an	 essential	 marketing	 tool,	 as	 an	 online	marketplace	 compete	 to	
dominate	 the	 online	 space.	 This	 paper	 assesses	 the	 relationship	 of	 e-WOM	 and	 its	
relationship	towards	purchase	intention.	The	theoretical	model	based	on	the	information	
acceptance	model	suggesting	information	(quality,	credibility,	usefulness,	and	adoption),	
needs	 of	 information	 and	 attitude	 towards	 information	 are	 the	 primary	 variables	 that	
influence	purchase	intention.	This	is	a	descriptive	research;	closed-ended	questionnaires	
were	distributed	with	294	respondents	with	college	students	as	 the	main	demographic.	
The	 findings	 of	 this	 research	 show	 that	 the	 usefulness	 of	 information	 does	 play	 a	
significant	 influence	 toward	 purchase	 intention,	 but	 the	 attitude	 towards	 information	










consumers	 to	 buy.	 One	 of	 the	main	 advantages	 of	 buying	 online	 is	 that	 consumers	 can	
immediately	search	for	and	buy	the	desired	product	(Ling	et	al.,	2010).	The	presence	of	
online	market	places	such	as	Shopee,	Tokopedia,	Bukalapak	and	many	others,	 shopping	
has	 become	 simpler	 than	 ever.	 The	 presence	 of	 an	 online	 website	 together	 with	 a	
complimentary	 mobile	 application,	 with	 just	 a	 few	 clicks	 the	 user	 can	 complete	 the	
purchase	of	the	product.	Online	shopping	does	make	it	easy	for	its	users.	However,	one	of	
the	disadvantages	of	online	shopping	is	that	users	cannot	physically	inspect	the	product,	
whereas	 offline	 shopping	 allows	 individuals	 to	 observe	 the	 product	 directly.	 Therefore,	







Consumers	 will	 look	 for	 information	 about	 the	 product	 before	 buying	 it	 online	
because	they	cannot	check	the	product	directly	to	make	sure	the	purchased	(Kwon	&	Kim,	
2012).	 Consumers	 will	 look	 for	 this	 information	 by	 searching	 the	 internet,	 or	 asking	
friends	 about	 the	 product	 (Xiang	 &	 Gretzel,	 2010).	 Exchanging	 information	 via	 the	
internet	and	social	media	sites	called	the	electronic	word	of	mouth	or	e-WOM	(Goyette	et	
al.,	 2010;	 Chu	 &	 Kim,	 2011).	 Social	 media	 sites	 had	 an	 influence	 on	 e-WOM,	 namely	
reduced	 anonymity	 on	 social	 media,	 which	 has	 the	 potential	 to	 make	 e-WOM	 more	
trustworthy	 and	 reliable	 (Chu	 &	 Choi,	 2011).	 However,	 due	 to	 a	 large	 amount	 of	
information	 available	 on	 the	 internet,	 and	 the	 potential	 for	 false	 information	 to	 be	
transmitted,	 consumers	 need	 to	 filter	 the	 information	 they	 received	 (Viviani	 &	 Pasi,	
2017).		
Referring	 to	 the	 above	 discussion,	 this	 study	 was	 conducted	 mainly	 because	
during	 the	 last	 decade	 researchers	 found	 that	 although	 there	 are	 studies	 that	 examine	
consumer	 behavior	 towards	 information	 and	 consumer	 behavior	 towards	 purchase	
intentions,	 research	 that	 combines	 the	 two	 consumer	 behaviors	 is	 still	 limited	 to	
information	 and	 information	 characteristics	 (Erkan	 &	 Evans,	 2016).	 The	 important	
characteristics	 of	 information,	 such	 as	 a	 quality	 and	 credibility	make	 individuals	more	
likely	to	use	the	information	and	it	can	be	considered	useful	(Viviani	&	Pasi,	2017;	Li	and	
Suh,	 2015;	 Shen	 et	 al.,	 2012).	 Furthermore,	 information	 adoption	will	 lead	 to	 purchase	
intention	(Xue	et	al.,	2018).	Purchase	intention	influences	a	consumer's	chances	of	buying	




the	 main	 factor	 affecting	 the	 possibility	 of	 consumers	 buying	 a	 product.	 One	 of	 the	
important	and	main	variables	that	 influence	purchase	intention	is	 information	(Erkan	&	
Evans,	2016).			
This	 study	 was	 conducted	 to	 further	 examine	 the	 impact	 of	 information	
characteristics	that	affect	information	adoption	when	consumers	are	considering	buying	
online.	Beside,	 the	object	of	 research	 is	Shopee	consumers.	Shopee	 is	a	multinational	e-
commerce	business.	The	variables	of	 this	study	 include	 information	(quality,	credibility,	
usefulness,	and	adoption),	information	needs,	attitudes	towards	information,	information	
needs,	and	purchase	intentions.	The	reason	why	information	characteristics	are	needed	in	











































































































	 The	process	 of	 information	 adoption	 is	 important	 in	 understanding	how	people	
integrate	the	information	they	receive	(Lee	&	Kotler,	2011).	Information	adoption	refers	
to	an	action	where	an	 individual	processes	 information	or	 internalizes	 it	 (Lee	&	Kotler,	
2011).	Furthermore,	 information	adoption	 is	 the	phase	where	 transferred	knowledge	 is	
being	internalized,	which	means	the	information	is	being	interpreted	and	applied	context	
to	 gain	 meaning	 for	 the	 information	 (Li	 et	 al.	 (2013).	 Information	 adoption	 can	 be	
explained	by	the	model	called	IACM,	information	acceptance	model	which	was	created	by	
Erkan	 and	Evans	 (2016).	According	 to	 this	model	 that	 information	quality,	 information	
credibility,	 attitude	 towards	 information,	 needs	 of	 information	 affects	 information	





research	 indicators	 in	 the	 questionnaire	were	 based	 on	 previous	 research.	 To	measure	
information	quality	consist	of	four	items	(i.e.,	“I	think	the	Information	about	products	which	




in	 social	 media	 is	 sufficiently	 timely”)	 adopted	 from	 Li	 &	 Suh	 (2015).	 	 Information	
credibility	 measured	 by	 four 	 items	 (i.e.,“I	 think	 that	 the	 information	 about	 products	
which	are	shared	by	my	friends	in	social	media	is	credible”,	“I	think	that	the	Information	










my	purchase”,	 “I	am	comfortable	when	 I	have	 information	regarding	 the	products	 that	 I	
choose	 to	 purchase”,	 and	 “I	 like	 to	 use	 products	 that	 I	 am	 familiar	 with”).	 These	 four	
indicators	 were	 based	 on	 previous	 studies	 (Erkan	 &	 Evans,	 2016;	 Chu	 &	 Kim,	 2011).	
Attitude	 toward	 information	 measured	 by	 four	 indicators	 (i.e.,	 	 “I	 like	 to	 read	 the	
information	regarding	products	in	Shopee	from	my	friends	in	social	 media”,	“I	feel	that	the	
Information	 about	 products	 which	 are	 shared	 by	 my	 friends	 in	 social	 media	 is	 helpful	
towards	me	making	a	decision”,	“The	Information	about	products	which	are	shared	by	my	
friends	in	social	media	makes	me	confident	in	purchasing	products	through	Shopee”,	and	
“The	 information	 about	 products	 which	 are	 shared	 by	 my	 friends	 in	 social	 media	 is	
beneficial	for	me”)	based	on	the	study	(Erkan	&	Evans,	2016;	Ryu	&	Han,	2010).	
This	 research	 adopted	 four	 indicators	 for	 information	usefulness	 variable	based	
on	the	previous	studies	(Erkan	&	Evans,	2016;	Luo	et	al.,	2014).	Those	 indicators	are	“I	
think	that	the	information	I	get	in	social	media	from	my	friends	is	useful”,	“I	think	that	the	
information	 I	 get	 in	 social	 media	 from	 my	 friends	 is	 informative”,	 “I	 think	 that	 the	
information	 I	 get	 in	 social	 media	 helps	 describethe	 product”,	 and	 “I	 think	 that	 the	
information	 that	 I	 get	 in	 social	 media	 is	 valuable	 towards	 my	 decision	 to	 purchase”.	
Likewise,	 to	 measure	 information	 adoption	 variable	 is	 “The	 information	 I	 receive	 in	
Shopee's	 platform	make	 it	 easier	 for	 me	 to	make	 purchase	 decisions	 in	 Shopee”,	 “The	
information	 I	 receive	 in	 Shopee's	 platform	 enhances	 my	 effectiveness	 in	 making	 a	
purchase	decision	in	Shopee”,	“I	agree	with	the	information	(reviews	and	descriptions)	I	
receive	 in	 Shopee's	 platform	 and	 will	 do	 what	 the	 information	 suggests”	 and	 “The	
information	 I	 receive	 in	 Shopee's	 platform	 helps	 me	 with	 knowledge	 regarding	 my	





after	 considering	 information	 about	 products	which	are	 shared	 by	my	 friends	 in	 social	
media”,	 “I	 will	 purchase	 through	 Shopee	 next	 time	 I	 need	 a	 product”,	 “I	 will	 purchase	
products	often	through	Shopee	in	the	future”,	and	“I	will	still	purchase	a	product	through	
Shopee	despite	 it	 being	 available	 in	 other	 online-markets.	 (e.g.,	 Tokopedia,	Bukalapak)”.	
All	 these	 research	 indicators	 based	 on	 a	 5-point	 Likert	 scale	 (1-strongly	 disagree,	 2-
disagree,	 3-neutral,	4-	agree,	and	5-strongly	agree).	This	survey	conducted	by	distributing	
a	 research	 questionnaire	 was	 administered	 privately,	 together	 with	 an	 electronic	
questionnaire.	 The	 first	 reasons	 of	 using	 a	 personally	 administered	 questionnaire	 to	








2015;	 Hussain	 et	 al.	 2017;	 Ali	 2016;	 Gunawan	&	Huarng	 2015;	 Kim	&	 Forsythe,	 2010;	
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The	 goodness	 of	 data	 measure	 was	 assessed	 to	 ensure	 that	 the	 measuring	
instrument	 used	 is	 valid	 and	 reliable.	 This	 research	 used	 the	 inter-item	 consistency	
reliability	 of	 Cronbach’s	 coefficient	 alpha,	 according	 to	 Sekaran	 &Bougie	 (2016),	 a	
Cronbach’s	alpha	of	0.7	and	higher	can	be	considered	as	acceptable.	To	see	the	correlation	
of	each	item	in	the	measure,	the	corrected-item-total	correlation	must	be	identified,	and	
there	 is	 a	 minimum	 of	 0.3	 value	 in	 the	 corrected-item-total	 (Hair	 et	 al.,	 2010).	 This	
research	used	construct	validity,	which	includes	convergent	and	discriminant	validity.	To	




the	 Average	 Variance	 Extracted	 (AVE).	 AVE	 is	 calculated	 by	 summing	 the	 square	 of	 all	
standardized	 factor	 loadings	 and	 then	 divided	 by	 the	 total	 number	 of	 items.	 A	 rule	 of	
thumb	 for	 AVE	 is	 that	 if	 the	 AVE	 is	 equal	 or	 higher	 than	 0.5	means	 that	 there	 is	 good	
convergence,	 while	 lower	 than	 0.5	 points	 to	 an	 error	 in	 the	 items.	 To	 establish	
discriminant	 validity,	 a	 formula	will	 be	 used	 from	Hair	 et	 al.	 (2010),	which	 the	 root	 of	
AVE.		
Partial	 Least	 Squares	 SEM	 (PLS-SEM)	 applied	 for	 this	 research	 to	 analyze	 data	
because	the	aim	of	this	study	not	to	prove	a	theory,	but	rather	to	explain	and	predict	the	




the	 threshold,	 which	 is	 0.7	 for	 Cronbach’s	 Alpha	 and	 0.3	 for	 Corrected	 Total	 Item	






























































































































valid,	 above	 the	 0.7	 thresholds.	 Table	 5	 shows	 the	 results	 of	 correlation	 testing	 by	
applying	the	Fornell-Lacker	criterion	and	compares	it	with	the	square	root	of	the	average	
































































































































































of	 AVE	 of	 each	 construct,	 therefore	 discriminant	 validity	 can	 be	 established.	 Table	 4	
shows	the	Variance	Inflation	Factor,	which	indicates	if	multicollinearity	exists	or	not	and	





	 IQ	 IC	 NOI	 ATI	 IU	 IA	 PI	
IQ	 .859	 	 	 	 	 	 	
IC	 .588	 .788	 	 	 	 	 	
NOI	 .643	 .654	 .868	 	 	 	 	
ATI	 .545	 .671	 .643	 .928	 	 	 	
IU	 .561	 .650	 .630	 .649	 .918	 	 	
IA	 .647	 .743	 .737	 .715	 .819	 .918	 	




of	 AVE	 of	 each	 construct,	 therefore	 discriminant	 validity	 can	 be	 established.	 Table	 5	
shows	the	Variance	Inflation	Factor,	which	indicates	if	multicollinearity	exists	or	not	and	





































































the	 value	 of	 5,	 which	 shows	 that	 there	 is	 little	 potential	 of	 multicollinearity.	 After	 the	





294	 questionnaires	 that	 can	 be	 used	 from	 300	 questionnaires	 that	 were	 given.	
From	 those	 294	 questionnaires,	 there	 are	 categories	 to	 classify	 the	 respondents	 by	













.470	 8.346	 .000	 	Supported	
Information	 .229	 3.851	 .000	 Supported	
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.224	 3.436	 .000	 Supported	
Attitude	towards	Information	→	
Information	Usefulness	
.107	 1.441	 .149	 Not	Supported	
Information	Usefulness	→	
Information	Adoption	
.716	 9.981	 .000	 Supported	
Information	Adoption	→	Purchase	
Intention	
.664	 10.006	 .000	 Supported	
Attitude	towards	Information	→	
Purchase	Intention	









changing	 information	 resources	 on	 the	 web	 makes	 the	 evaluation	 of	 information	
important,	 due	 to	 the	 possibility	 of	 untrustworthy	 information	 on	 the	 internet.	
Furthermore,	the	result	of	supported	hypotheses	regarding	information	quality	positively	
affecting	 information	 usefulness	 is	 similar	with	 previous	 research	which	 indicates	 that	
better	 information	 quality	would	 result	 in	more	 information	 usefulness	 (Cheung	 et	 al.,	
2009;	Wang	et	al.,	2012;	Lin	et	al.,	2011;	Erkan	&	Evans,	2016).	
	 	The	 second	 hypothesis	 states	 that	 the	 higher	 the	 information	 credibility,	 the	
higher	 the	 information	 usefulness.	 It	 can	 be	 stated	 that	 consumers	 tend	 to	 seek	
information	 to	 find	out	more	about	 the	product	 (Hussain	et	al.,	 2017)	and	according	 to	
Viviani	 &	 Pasi	 (2017),	 fake	 reviews,	 which	 is	 untruthful	 reviews	 of	 a	 product,	 can	 be	
distinguished	based	on	 the	characteristics	of	 the	 review.	 	The	credibility	of	 information	
can	also	affect	the	user’s	decision	whether	to	use	the	information	given	(Shen	et	al.,	2012).	
Furthermore,	 the	 result	 of	 supported	 hypotheses	 regarding	 information	 credibility	
positively	 affecting	 information	usefulness	 is	 also	 similar	with	previous	 research	which	
indicates	that	better	information	credibility	would	result	in	more	information	usefulness,	
as	 research	 from	 Cheung	 et	 al.	 (2009),	 Savolainen	 (2011),	 Zha	 et	 al.,	 (2018),	 Erkan	 &	
Evans	(2016),		Cheung	&	Vogel	(2013).	




and	 need	 information	 to	 solve	 their	 problems,	 which	 in	 the	 context	 of	 this	 research,	









case	 of	 this	 research,	 since	 the	 information	 that	 is	 received	 is	 from	 the	 participants’	
friends,	they	may	already	have	thought	that	it	would	be	useful	already	regardless	of	their	
attitude	towards	information.	Additionally,	according	to	Zhu	et	al.	(2016),	consumers	seek	
information	 from	 their	 acquaintances	 and	 friends	 regarding	 the	 product.	 According	 to	
Shin	(2013),	friendship	is	a	trust	factor,	which	means	consumers	are	more	likely	to	trust	
their	 friends.	 Therefore,	 the	 reason	 why	 there	 is	 no	 significant	 effect	 of	 attitude	 on	
information	usefulness	is	that	individuals	have	already	trusted	the	information	from	their	
friends,	which	disregards	their	attitude	towards	information	in	this	case.	The	result	of	the	





First,	 according	 to	 Shen	 (2012),	 the	 overall	 usefulness	 of	 information	 can	 affect	
information	adoption	because	particular	 traits	of	 information	such	as	 its	overall	quality	
and	 credibility	 is	 important	 for	 users.	 Additionally,	when	 users	 search	 for	 information,	
they	 tend	 to	 find	 information	 that	 has	 certain	 traits,	 such	 as	 credibility	 (Viviani	&	Pasi,	
2017).	Additionally,	information	that	has	traits	such	as	its	overall	quality	and	credibility,	
can	 affect	 the	 adoption	 of	 information	 (Rauniar	 et	 al.,	 2014).	 Second,	 the	 result	 of	
supported	hypotheses	regarding	information	usefulness	towards	information	adoption	is	
also	 supported	 by	 the	 previous	 research	 (Rauniar	 et	 al.,	 2014;	 Erkan	 &	 Evan,	 2016;	
Hussain	et	al.,	2017;	Park	et	al.,	2011).	
	 The	sixth	hypothesis	 states	 that	 the	higher	 the	 information	adoption,	 the	higher	
purchase	 intention.	 It	 can	be	 stated	 that	 consumers	 tend	 to	 seek	 information	 regarding	
the	products	 in	order	 to	 feel	 secure	 regarding	 their	decision	 to	purchase	 (Yulin,	 2013).	
Additionally,	 online	 shopping	 is	 unlike	 offline	 shopping.	 Offline	 shopping	 refers	 to	
shopping	 at	 physical	 places	 such	 as	 a	 department	 store,	 or	 an	 electronics	 store.	 Unlike	
offline	 shopping,	online	 shoppers	 cannot	 inspect	 the	 products	 physically,	 so	 to	 retrieve	
information	regarding	the	products,	consumers	tend	to	either	ask	or	look	at	the	reviews	
and	 comments	 regarding	 the	 product	 itself	 online.	 The	 result	 of	 supported	 hypotheses	
regarding	 information	adoption	positively	affecting	 information	usefulness	 is	 supported	
by	previous	research	(Rauniar	et	al.,	2013;	Erkan	&	Evans,	2016;	Koththagoda	&	Herath,	
2018;	Shu	&	Scott,	2014).	
	 The	seventh	hypothesis	shows	 that	 the	higher	 the	attitude	 towards	 information,	
the	 higher	 the	 purchase	 intention.	 There	 are	 three	 reasons	 why	 this	 hypothesis	 is	
supported.	First,	by	looking	at	the	demographics,	this	survey	has	shown	that	81%	of	the	
samples	 are	 17-21-year	 old	 which	 is	 young.	 Young	 people	 are	 more	 familiar	 with	
technology	 due	 to	 their	 having	 more	 time	 to	 be	 more	 familiar	 with	 technology	
(Thompson,	2013).	Additionally,	Daud	et	al.,	(2011)	state	that	a	positive	attitude	towards	
information	 can	 results	 in	 a	 higher	 chance	 of	 purchase	 due	 to	 familiarity	 and	 ease	 of	
access.	 Therefore,	 the	 results	 show	 that	 the	 attitude	 towards	 information	 positively	
affects	purchase	intention.	
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	 Second,	 in	 TRA,	 Sin	 et	 al.,	 (2012)	 postulate	 that	 a	 positive	 attitude	 towards	
technology	usage,	which	in	this	context	would	be	the	application	or	website	 for	shoppe,	
would	lead	to	a	higher	likelihood	of	purchase	intention.	The	second	reason	second	reason	
is	 that	 customers	 being	 familiar	 with	 technology	 are	 more	 likely	 to	 make	 online	
purchases.	 According	 to	 Lai	 (2017),	 individuals	 who	 have	 positive	 experiences	 with	 a	
behaviour,	which	in	this	context	is	online	shopping,	would	believe	that	it	 is	beneficial	to	
them,	then	their	attitude	would	form	towards	that	behavior.	Third,	the	result	of	supported	
hypotheses	 regarding	 attitude	 towards	 information	 positively	 affecting	 purchase	
intention	is	supported	by	previous	research	(Erkan	&	Evans,	2016;	Kanchanatanee	et	al.,	
2014;	Kim	&	Forsythe,	2010;	Ayeh,	2015;	Jafaar	et	al.,	2012).	
	 The	 results	 from	 the	 hypothesis	 testing	 have	 shown	 that	 six	 hypotheses	 are	
supported	 and	 one	 is	 not.	 From	 this	 research,	 there	 are	 suggestions	 for	 Shopee	 in	



































































































































	 The	 purpose	 of	 this	 study	 is	 to	 examine	 the	 information	 acceptance	 model	 to	
predict	purchase	intentions.	The	results	showed	that	there	was	one	research	hypothesis	
that	was	not	supported.	The	hypothesis	 is	 related	 to	 the	relationship	between	attitudes	
towards	 information	 and	 the	 usefulness	 of	 the	 information.	 Furthermore,	 the	 results	
show	that	six	other	research	hypotheses	are	supported.	The	six	supported	hypotheses	are	
as	follows.	First,	the	higher	the	information	quality,	the	higher	the	information	usefulness.	
Second,	 the	 higher	 the	 information	 credibility,	 the	 higher	 the	 information	 usefulness.	
Third,	the	higher	the	needs	of	information,	the	higher	the	information	usefulness.	Fourth,	
the	 higher	 the	 information	 usefulness,	 the	 higher	 the	 information	 adoption.	 Fifth,	 the	
higher	 the	 information	adoption,	 the	higher	 the	purchase	 information.	 Sixth,	 the	higher	
the	attitude	toward	information,	the	higher	the	purchase	intention.		
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There	 are	 limitations	 in	 this	 study	 which	 the	 respondents	 only	 applied	 to	
university	 students	 and	 it	 cannot	 be	 generalized	 to	 different	 respondents	 or	 other	
contexts.	 Purchase	 intention	 in	 this	 research	 only	 predicted	 by	 information	
characteristics.		
For	further	research	will	be	interesting	to	investigate	more	on	different	customer	
segment,	 such	 as	 senior	 citizen,	 who	 is	 difficult	 to	 adapt	 with	 the	 new	 technology.	 To	
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